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FOREWORD 


The author and the Bureau of Business Re- 
Search present these interviews with retail sdvertis- 
ing managers as valuable information bearing on the 
determination of the most effective training for ad- 
vertising. It is not presented as an exhaustive 
treatment of the subject, but rather as a compilation 
Of valuable opinion, 

Some valuable results could probably be se- 
cured by an intensive jot analysis of the work done by 
advertising employees, and the relations of this work 
to the various types of training programs offered. The 
Bureau may at some later date be prepared to carry the 


subject forward in this direction. 


Spurgeon Bell, Director 


TRAINING FOR RETAIL abVERTISING 


(Sumnary of Opinions of Retsil Advertising Managers) 


With the enormous increzse in the use of advertising 
during the past tventy-five yesrs, the problem as to the profes- 
sional preparation of those entering this field has tecome an im- 
portant one. Advertising courses are new. Universities and Colleges 
differ widely in the amount and type of advertising training 
offered. One large University in the Middle West offers only one 
course in advertising and that a course in Advertising Writing in 
the College of Journalism, From this minimum the number of courses 
Offered in advertising ranges up to aoproximately twenty, which is 
the number of strictly advertising courses, offered by a large Uni- 
versity in one of our eastern metropolitan centers. These twenty 
cOurses cover the field through the offering of such courses as: 
Essenticsls of Advertising, Advertising Copy, Principles of Form 
and Color, Principles of Applied ait, Pyschology of Advertising and 
selling, Lsyouts, Visualization, Typography of Advertising, Print- 
ing of Advertisements, Advertising Media, Direct Advertising, Re- 
tail Advertising, Window and Stove Display, Retail Copy Writing, 
Department Store Advertising, Outdoor Advertising, and House Organs. 
In addition there are s number of courses in Marketing, Marketing 
Campsigns, Marketing Costs, Marketing Researsh, ete. Only a few Un- 
iversities-notatly New York University, University of Wisconsin, 
Wharton School of Commerce, Ohio State University, Indiana Univer- 
sity, Syracuse University, snd Boston University-offer specific 
courses in retail advertising in their colleges of comnerce, 

In order to arrive at some definite ides Of the type of 
advertising training which would tcst Serve the needs of business, 


the Buresu of Business Research, Ohio State University, began in 
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1925 s study of the content of advertising courses as the business 
mon, the man engaged in active advertising work, would lixe to see 
it .Business men are practical judges of the results of training 
Which prepares workers for their own businesses, and it was thought 
that 2 representative survey of the cdvertising agency field (in- 
cluding both the small snd large agency) and = survey of the retail 
field (including both the large ond small store) would give a true 
picture of business thought as to the gosl at which advertising 
training should aim. 

The training desired ty the manufacturer ox wholesaler 
who employed advertising men and women would vary widely. At one 
end of the scale would be the manufacturer with a large ndvertis- 
ing department who would want in his advertising personnel prac- 
tically the same training as the advertising agenoy; at the other 
end of the scale would be the manufacturer those advertising, more 
local in its nature, would recuire c trsining corresponding more 
closely to that sought by the retailer. The opinions, therefore, 
of those engeged in the advertising agency field and those respon- 
Sible for retail advertising would, taken collectively, show the 
scope Of preparation which business men and women in general 
thought most effective in fitting students for advertising work. 

In July, 1925, the Bureau issued a bulletin on "The 
Content of Advertising Courses in Colleges of Commerce and Jour- 
nalism-Agency Viewpoint". This bulletin presented the summarized 
Opinions of twenty-five advertising agency executives on the type 
of training colleges of commerce ghould offer in order to prepare 
students to go out into the advertising field and intelligently 
begin work, Among those who expressed opinions as to the best 


type of training, there was some difference of Opinion as to 
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Whether the tesching emphasis should te on the troad general prin- 
ciples of marketing and advertising or whether the technique of the 
Subject should be stressed. The preponderance of opinion, however, 
favored educational emvhusis on the broader phases of advertising 
and marketing rather than on the technique or mechanics of advertis- 
ing, though the inclusion of 2 substantisl amount of technique in 
collegiate courses in advertising was thought desirable. Since the 
Opinions used as a tasis for the first discussion cone from sdver- 
tising agencies, it was thought that it might te profitatle, in 
addition, to request the viewnoint of retail advertising mancgers 
on the same question; namely, the type of training which test fits 
“a young man or woman for general advertising work in the advertis- 
ing depcrtment of e retail store, 
At the outset, the guthering of the opinions of retail sd- 

vertising managers on these points seemed simple undertaking. 
The agency executives to whom inquiries had previously teen sent 
had been keenly interested in the subject. Retril sdvertising 
managers, hovever, seened less interested in the discussion and 
more difficulty was exnerienced in getting together a series of ovin- 

ions representative of the . viewpoint On the protlem of the typical 
advertising maneger of a retail store. The materisl finally brought 
together fairly illustrates the range of ovinions on the subject and 
gives those responsitle for the advertising training of colleze 
Students the viewpoint of progressive retail advertising managers 
as to the subjects that should be stressed and the qualities thst 
should te develoved in order that a student on graduation might be 
Well equipped to go into the advertising depsrtment of 9 retsil 


Store Yyeasonably familiar with the performance of those duties which 
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might be asked of him and ressonably sure thst he was fitted to do 
the work that lay ashescd of him. 

No attempt has been made in presenting the subject to do 
Other than show in readable arrangenent the views of those men and 
women Who are working in the retail advertising field and who, in 
their present positions, are responsible for and concerned with 
the employnent and disnissal of spieetes in retail advertising de- 
partments. These opinions have usually been expressed under the 
following heads: 
1. General type of college training which 
would best prepare students for work 
in retail advertising departments; 
&. Proper emphasis of advertising teaching 
from the standpoint of the retail adver- 


tiser; 


5. The college years in which sdvertising 
training should best be given. 


In the discussion it is taken for granted that in any 
Commerce curriculum there are, or ghould te, certsin basic subjects 
Which every student should be required to take in order that he may 
have an understanding of the general business fabric. 

It should be noted, too, that all the writers quoted do not 
use the terms technique and mechanics in the same sense. A few 
appear to class the routine measuring of space, the handling of 
proofs, the filing of advertisements, etc., 28 "technique" and 
therefore unimportant. Most of them refer to "technique" in sdver- 
tising as the technical knowledge which enables one to write 
copy, make layouts, specify type, fit type to Space, svecify cuts 
and mgraving, read and correct advertising proofs, etc. In inter- 
preting and classifying the opinions the Writer has used this lat- 


ter and more inclusive meaning of the term "Cechnique" and grouped 
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the Opinions on the tasis as to Whether or not they fcovored texch-- 

ing designed to develop some technics1l skill, or whether they 

favored placing the emphasis in tesching on the troader generel 

fundamentals of marketing and advertising. 

Opinions Faveting Tesching Emphasis on Business Phases uf 
Advertising 

Mr. Le. J. Harger of the Crescent Store, Spokane, Washing- 
ton, is in favor of emphasizing general principles rather then 
technique. He believes that . student preparing for work in 2 re- 
tail advertising department should be taught the general princi- 
ples of sdvertising, the psychology of sdvertising, and the kinds 
of apvenls that should te put into retail copy. In addition, he 
Should have a fundzmental knowledze of merchsndise, though Mr. 
Herger thinks it may be impractical to teach this in college, 

The advertising student wuld find hinself greatly helped, 
tov, if he were giyen some fundamental instruction in printing, or, 
tetter still, if he could te given a little exverience in a print- 
ing shop. ability to use the tyvewritery would also be an assct. 
Copy in most large retail sdvertising departments is written on 
the typewriter. In this form it is more legible than héndwritten 
C.py, and alsv easier to measure for lsycuts. 

The technical side of retail advertisinzg, such as the m&k- 
ing of layouts, the neesuring of type, etc., While important, 
Should be given secundary consideration. 

The emphasis in advertising teaching, as viewed ty Mr. 
Harger, should be put upon the acquiring by the student of a sim- 
ple, plain, straight-forward style of writing. Brevity should be 
emphasized ss one of the important points in advertising writing. 


An involved and flowery style is not necessary. 
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It is this writer's ides that the last two years of the 
college course would te the test for concentreted trsining in ad- 
vwertiging, In such a case, the first two years of college might 
well be devoted to general business subjects ond salesnanship, 
slong with print-shvp instruction, if that were included in the 
course. 

In regard to the general educational background an sdver- 
tising man should have, Mr. Ss 4a. Weissenburger, publicity direc- 
tor of Helle Brothers, Cleveland, Ohio, expresses his belief as 
follows: 

"Tf T had a son who had determined to go into the adver- 
tising business ond was asking me for advice, I would say to hin, 
'Get ag much genersl education as you cean.' 

"A liberal arts course in a wlleze certainly is sdvisable. 
A knowledge of costs, bookkeeping methuds, and a goud backzround 
on business administration is invealuatle. A thorough course in 
commercial geography, and much additional information regarding the 
habits and preferences of the inhabitants of foreign countries 
likewise will prove helpful. 

"If my gon chose to do advertising, I would assune he had 
a flair for writing. It would not be necessary, therefore, for me 
to say that he take his literature courses geriously. He would do 
that, I know. If he had any time, I would suegest that he take some 
lessons in art, as it would help him in visualizing the kind of 
layout and art-work he wants from his artists, I would advise 
psycholugy, because I would expect hin to observe gnd note how 
people act." 

Mz. Weissenburzer feels that, while the importance of 


< 9 


Writing cannot be too highly emphasized in advertising training 
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8 sane 2nd substantiel viewpoint on the problems of business will 
be of more value in making a competent advertising man. 

Mx. Roy Nordby, advertising naneger of the Rudge and 
Guenzel Convany, Lincoln, Nebraska, has these points to offer as 
worth considering in the training of students for retsil advertis- 
ing departments: 

Training in the selection of kinds of merchandise which 
should be featured each month of the year; close study of such 
weeklies as the Retail Review of Chicago and the Retail Ad News of 
New York; attention to current issues of the Dry Goods Economist; 
study of practices of leading stores in writing up principsl store 
events, such as anniversary seles, clearance sales, etc.; practice 
in the meking of uniform layvuuts of unrelated srticles; training 
in the timely use of direct mail advertising; training in prompt- 
ness of preparation of edvertising meterial; inculcation of the 
fact thst retail stores often develop 2 certsin style cand type of 
advertising and they are reluctant to change such style every time 
a new advertising man is emvloyed; nractice in the improvement of 
layouts and copy in tyvical retail advertisements; practice in the 
Writing of special advertising campsigns for individual departments, 
such campsigns to te used as part of the regular svace; instruction 
in appropriations, budgets, cherging off of newspaper space and 
Other expense; a thorough grounding in English and history, the 
latter being more essential than it seens at first. 

The emphasis Mr, Nordby thinks should te on the business 
side of advertising. He says in part: "While the subjects of writing 
copy and making layouts are invortant, I telieve the student, if he 


is seriously taking up the study of advertising, should be trained 
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2s 8 business executive and shown the importance of budgets, sappro- 
priations, and selling policies. If he goes teyond being a mere 
copywriter, he will be faced at once ty budgets, etc., and he vught 
to te taught from the teginning that you cannot ndvertise till you 
heave money to pay for advertising, and that whatever money you do 
have can only go so far, and thet meny teasutiful "cony ideas” ate 
too costly to use even if they are practical, 

An agreeing opinion is that exnressed by Mr. Leo C. Hodson, 
advertising manager of the G. M. McKelvey Company, Youngstown, Ohio, 
who says that an advertising manager who is an excellent layout and 
copy man may te a very poor advertising man tnless he is well 
versed in the judging of gpace, advertising percentages, etc. He 
thinks the most lugical order of approach would be to feature the 
study of the fundamental princivles of retsiling tefore giving spe- 
cial courses in copywriting, layouts, etc. The “feeling” for mer- 
echandise and a knowledge of its selling points is necessary in 
order that a writer Write convincing copy. 

In Mr. Hodson's opinion, the first two years of college 
work hed better be spent in gaining a broad general background. 

The best time for snecial work in advertising would be during the 
student's lnst tvo years. Since most students who take special 
courses in advertising intend to go into that field immediately 
after graduation, they would have the advantage of going into their 
work with the principles of their courses fresh in mind. 

Keufmann's edvertising manager, Mr. Louis Blumenstock, 
Writes as follows: "Primarily, the important things for students to 
learn, if they have in mind takinz up the profession of sdvertisin;g, 
are the following: They should have a nroper appreciation of sdvere 


tising, its service to the putlic, and its obligations. We must call 
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learn to accent advertising as a necessity in business. It is just 
as essential as the telegraph, the televhone, the railroad, It is 
a means of communicetivon between the one who has something to sell 
and the individual who vould te served »%y buying. If a new erticle 
were introduced without advertising, the world would te deprived of 
it for many years. Advertising gives the world immediate informa- 
tion. 

"and so, the, function of advertising, the princivle of” 
advertising, the necessity of advertising, are the important 
things for students to know. Above all, they should know the great 
value of Truth in advertising, and its absslute necessity, if sd- 
vertising is to be understvovd, accepted and respected by the 
public. 

"The most importent point to learn in connection With re- 
tail advertising is the chsracter of the business to be advertised, 
There are many types of retail stores and some stores hove many 
different tynes of denartments. Under these conditions the proper 
presentation of a store's service ond nerchandise requires a com- 
prehensive knowledge of the retail business. If one could learn 
the mission of a retail betoree) its eins and ynur»yoses, its method 
of devel »ment, its method of stimulating business for vecasions, 
its method of constructive business building, then one could pro- 
petly advertise such a business. 

"We find peculisy characteristics in retail sdvertisinz. 
Stores assune »vsitions of which they are not deserving. One tyne 
Of store may do a certain tyne of advertising without incurring 
public disapproval. Another store, usin, the same sdvertising 
would te criticized because it was untecoming vr beneath the 


st.re's dignity. Businesses, lice individuals, earn hizh places 


aA 7 4 tir tet’ tsv7be shah 9h9 boowte rong ¢ 


Re: ofoihacms Bit.a saz orks cba te seeks se tesy Vikan ut 


i pre aie te cult add ,getetirerhe te nodtonst od2 


‘Med sogmt ous @ts ,yitielisarhdc t¢ ¢etleesoan 44 , ethedtys 


“Sia 
“as Hout Blucde. cot fie 2¥OFR eRe ci insbote ‘SOF: egcbt a 


ot Blinesosn 63 elves se ati bas .ankelirovbe af dtert tt outer 


i 
ae 
1 
=a ie es 


Be ene Yi betoscest Bae bsteassec »hv. ferobus ed of gi see 
a 7 | eeu Oke ig 
a tate vets © al witeL of fabcg tact regal Sece oay™ 
Frevbe ed ot et ontteud any te se tearody ett ai gi ieidrevbc fot 
pine or Sotcte emia bar petite Lioter to eoqye we ore one 


q $83 ecuittiaco eoedd 19 bau etnecteecs$ te eocgt Srossttle | 
ea salbastotar Sn- so frtoe a! oucte & te at Hogs aT nT 
Biss ent. Tl sereniand Lists: e43 > sy beLlvoas ovienoteng a 
E93! ese LC tire bar ecto atk ,agentesst Piater o te aeleeic nga 
epoec sce Gbsniesd <hitelseotia te bedtar esti  toere Feveb 24. a 
. ome ode ,uhibfind aeoniesd orvitoutteace te. bodiar ath 
os ,eeontsud c doo setisovba her 
| tedivesd bast hae 
ft 300 pa tv Soe 2 1b. F 42 “Von toisw te er Tier SrsreR2 GAY 
Be isieven: du ttia gafeitzevie te etyd chavres & ob eee ne 
Seidaktravhs Bee ghz, ae -2I0s8 sadsund Fevere te! 
S82 Wiaened . t aietesdsoy BL. + ee imam | 
oa Seeclea 6.14 «rus 


athe 
in the community -- and after a high place has teen reached, they 
- must carefully guard it. Methods that sre condoned om thé part of 
some stores are condemned if indulged in by others. 

"There are many fine lines to be drawn. There are many 
changing conditions which must be met. However, every difficult 
protlem could be solved if we were atle to answer the question, 
"What will be the resction of the public?! 

"Yn which years advertising courses should be offered, I am 
not prepared to say. Some students will never learn advertising; 
Others will take to it naturally becsuse of their inclinations in 
that direction." 

Another advertising manager who is not inclined to stress 
"technique" is Charles FE. Haywood, advertising manager of the 
Strauss Hirshberg Company, Youngstown, Ohio. He suggests the 
following type of training: 

Ll. Training in merchandising, so that the stu- 

dent may know intelligently whet he is tealk- 
ing or writing atout; 

&. Training in printing and engraving, so that 
he will know how test to present his know- 
ledge. "Books", Mr. Haywood writes, "will 
tell.one much about both subjects, but ac- 
tual practical experience would seem to have 
considerably more value." 

"The emphesis in teaching should te on merchandising and 
marketing problems and. on copy written from the customer's point of 
view. here should slso be, on the side of technique, a working 
knowledge of paper qualities, sizes, snd economical cuts from stock; 
@ working knowledge of engraving, electrotyping, printing, type 
Sizes, type faces, etc.; and some knowledge regarding the best ad- 


vertising work of the country's leading retail advertisers, 
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"The last one, two, or three years, depending upon the 
length of the college course, should te given over to sdvertising 
work," 

iy. Huywood concludes his discussion ty saying "that 
the requirements as set down may seem miny, but in my mind not too 
many for the ‘all-around" advertising man, who, contrary to the 
sOmewhat general impression, usually does more than sit at a desk, 
Write a feti words On paper, send them to the printer, correct 
proofs, and admire his 'wonderful work’ when the newspapers or 


other publicstions running his 'stuff' sre off the press." 
2) g 


Opinions FPavoring Teiching 
Advertising 


Emphasis sn the Technioue of 


A large percentcge of retail sdvertising managers fevor 
emphesis on the mechanics of sdvertising, telieving that they 
should te taught thoroughly to every student. The ovinions illus- 
trating this viewooint are given telow. 

Chester D, Feitel, director of sdvertising, Stix, Bser & 
Fuller Compcny, St. Louis, Missouri, expresses this opinion in his 
statement that "the mechanics of advertising, such as engraving 
processes, printing, typography, art technique, lsyout, etc., are 
fundimentals that every student of advertising should te taught. 
Other phases, less fund.mentsl, but equally important, 2nd not 
usuclly recognized, sre sdvertising pyschology «nd interpret:tion 
Of merchandise," 

Richsrd Weltz, sdvertising menzger of the Z. L. White Com- 
peny, Columbus, expresses the sume viewpoint when he writes: "As I 
look bick over my college .dvertising courses from the outside, it 
Occurs to me that the courses deal too persistently with the market- 


ing phase, that is, the marketing of a new product. Of course, 


y, oe soe eee 2 ee 
-if- é my fe Se a 


Pius f 
ae 
7 » D ¥ 


Spee Bitte shh ae 
; F “eae ee ee SMe OT 
ONS Med |ghibs:jesh ORI ubrae x0" Fo ie (386 ‘Feet raw 


“Prisitsovs: 4+ xove Hors =F Bivore O8ENGO snolroe af 


Hads" antigen ‘yg MeleevGeibh £t8 astalones boowy.t «M7 
OOF Fon Sain ym uf ted vice’ 


ose Yor aroh tee ec’ e2 iba. 


"OAS OF urcttacy ON em sheds iove: *bnire soatis 9d 20% y 


: ’ ; 4 oa 
eeMGQSRh 2 32 the ecsta atom. 2oCb VYitosne . 0 keas sort {otensy hes: 


- $$as¥00 » Setalty. 242 OF odd 6 


196 S97 OT HO Bb LOW v9% & 
| 3° @tegeqever 207 asde ‘x row futx xsbncw? gan 


5% trbe bri bo “ate 


*) 


*,865%9 947 t¥o seg *Ttose* wir guint ended eons: ‘$4 


‘ > + See 
Be SO ong titles? Bie crageg Bids set: OVS esos asgu 


bit eka: | if ee ene cei 


Ba ‘fovet eToscnce saiettrers- ftoter 20) 3% 
ald Soa? gcivoiled 


/§nigitisve: to gottintosr 


etOLed NES ovD tabooRaLy 


Aa | : : 
aa a sat Ree ‘BUST s57b: tc sotostin 


a 
. 


5.5 


L5tiot .¢ tosesda - ae 


v <i 


oe 
ad oi feiniao gids miusorgxs ,iseces M .pieel 08 .yicqmog eres 
DE witrarias'es ose .gdigitisrd: to aoincdoom ody” vad? transect 


geod PwoeT “seupiaioss oD te Wie? rome cacid binixg 898636: 


ad af Alaore gtiieit covb- To tasiste "lSTA ae 


| qT? af 2 trome 
p ten ts sane t soqms zitcuss Sed . Lotion. bag? seal ee tol 


p MOAT roses bet. Woletoese Snfeloxsvt 2% SeRbnpepas ltoee 


E008 atitw om ed O87 20 Soe nee Srila kt rave, f 
" Pace le, f 


seashore ON Got Yatoeraty sw ydt is 


Pa 
i rd 9 


F .sbievyo out most Q2BtPOS SaleidrovD: 


a “ve a ei eitnstertteg oor foah asexgos ine ws ah 


ae to foster, Wont 2 to: sattoxrom ong | 


-12 
that is an importscnt port of the tusiness, but nevertheless the te- 
ginner will find thst he necds = thorough and genuine knowledge of 
edvertisenent planning 2nd writing. It seems to me that more time 
should be devoted to the mechaniccl end of the business. 

"In courses in retail 2dvertising, I would suggest « very 
thorough trsining in the laying out of sdvertisements and the writ- 
ing of them, the familisrizing of the student with type faces and 
Sizes so that he will know how much copy it requires to fill a cer- 
tain space in a certsin type. 

"Of course, some time should te spent on the study of 
soles, etc., but not too much, as every company has its policy and 
its precedent. This phase of the tusiness is much easier to pick 
up in actusl practice than is the mechanical end of advertising 
Writing. The senior year would seem to be the best for these 
bourses." 

Mr. F. A. Bullock, putlicity director of Abraham and 
Straus, Brooklyn, New York, thinks thot while the educational 
world hes done much towerd the preparing of people for sdvertising 
work, there is much yet to do. Aside from a Well-trained mind 
with a good knovledge of modern languages, history, and kindred 
topics, the thing most needed, he says, is that type of training 
which Will ensble young people to sten into s job so equipped that 
it will not require from three to six months of pretty hard labor 
to get that young person to = point where he will actuslly pro - 
duce copy that is usable. 

"Quite naturally," he says, " the nervousness and embarrsass- 
ment that young people feel when they find themselves confronted 
with the responsibility of sctually preparing advertising for pub- 


lication cannot be eliminated entirely. It seems, however, that 
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much progress could be made along this line if the colleges in- 
cluded in their courses, not only the wholesale distribution of 
lectures to crovded classes, tut -ls9, insofar as possible, gave 
individual instructions end corrections, 

"I appreciate the difficulty thst would te enc-untered 
because of the large number of young peovle now attending colleges, 
tut I believe a solution could be reached ty giving the usual lec- 
tures to large classes as @ whole, and then dividing those classes 
into several groups -- esch group to herve an individual instructor 
to correct the copy prepared by the students in their groups, ex- 
plaining at the sime time the whys and vherefores. 

"The more that can te done to turn out 2 finished type of 
product, the mvure Willingly will we hire without asking the time- 
honvred questions, 'Where have you worked and what have yuu dane?!" 

(iir. Bullock's comments, though not excectly under the 
heads given on page 4, emphasize agcin the need of sound technical 
training in schools and colleges.) 

The views of Mr. Ashert Kahn of the J. Kahn Company, Nor- 
walk, Ohio, represent the ideas of 9 merchent who styles himself 
a "small town merchent"., In his OMinion, proper instruction in 
the technique of advertising is both more important and more bene- 
ficial than the broader and more general courses, "Technique is 
what I would desire perticularly if I were to employ a graduate of 
a college now." 

"Careful preparation in the psychology of advertising as 
a junior course, or even earlier, is a necessary preliminsry to a 
thorough trsining in principles and practice, tut it does not seem 
to me that these courses should be confined to the senior year 


alone, The subject of advertising is so important in modern day 
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merchandising that a student should be sllowed to svend more than 
one yesr in its study. 

"Inesnuch as sur store is not large enough to support = 
senarate sdvertising department, my viewvoint may be consideratly 
different from thet of the head of < store with such a depzrtnent, 
but I telieve that the openings in stores of this tyot would te for 
men With good instruction and practicscl training in modern news - 
paper advertising for retail stores, in mail advertising and letter 
composition, for men fumilisy with the test mudern ideas along 
ieee lines and a good knowledge of the psychological principles 
involved as 9 basis. Very little of this knowledge and training is 
at present available, except to large gtores, and there should tbe 
2 big field for graduates technically trained along these lines." 

In his statement concerning the quslifications which he 
finds most desiyatle in young men or women just out of College, 

Mr. P. W. Wright, Advertising Meneger of the Scrugzgs-Vandervoort- 
Barney Dry Goods Comvany, lists the following: 
First: A practical understanding of the 
physicsl process of getting 2dver- 
tising into print. 


Second: An understanding of the fundamental 
purpose of retail advertising. 


Third: <A good gener2l education and gome 
Natural sbkility to vut into Writing 
in simple, recdeble langusge facts as 
they reclly exist, 

i@ says, “In.exolsining the first qualificationsl telieve 
that the purvose of retail advertising is tu bring about distribu- 
tion of commodities ty the counsuner at the lowest possible cost. 
The graduate of an advertising course will not fully avnvreciate 
what such 2 statement means, but he should be nrensred to accent 


this as a fact to be Kept ever in mind in preparing 211 advertising 


campaigns and in writing ell advertising cony, 
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"Tf a graduate of an advertising school can start imme- 
diately praducing some usatle covy, he can te easily directed from 
a merchandising stand»oint and can at once earn a livelihood at 
a profit to his employer. He need not come out of school expect- 
ing to te an advertising executive or an expert in the merchandis- 
ing Of advertising, tut if he can immediately begin Writing copy, 
making layouts, getting out direct mail matter, without having 
someone constantly telling him the vrocesses ty which the various 
xinds of advertising matter are »roduced, he has an earning capa- 
city right from the start. 

"There vrobtatly should te nore specialization in the 
courses Of study. It has often teen said that this is an age of 
specialization, and the saying is certainly true of advertising. 

"Nowadays, a man who takes up law necesssrily studies gen- 
eral princivles of legal procedure, tut if he expects to attain 
any particular heights in the profession he snecializes on some 
particular tranch such as criminal or corporation law. It is the 
Same With an engineer. There are civil engineers, electrical en- 
gineers, and many other kinds. [In advertising it is the same, 

The retail advertising man is just as much a specialist as the 
Civil engineer ox the corporation lawyer. 

"T am enthusiastically in favor of the development of 
cOllege courses in eavertising, I think advertising should stand 
és a profession on a par with that of law or nedicine,. The college 
Or University is the foundation for estatlishing such acceptance 
generally. 

"In criticism of many zourses as I telieve they are now 
taught, I would only say that there is too much time spent in 


trying to teach young folks the psychology of advertising. Much 
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time is wasted in tezeching too much style and each nev conyvriter 


silts 


must learn these things 411 over again if he hag teen taught 
in some other way.” | 

My. W. S. Moler, Director of Putlicity of the L. Bamberger 
and Company, Newark, New Jersey, believes that too nany pupils who 
have little or no literary ability are enrolled in college adver- 
tising courses. He thinxs thst a man or woman to te a good adver- 
tising executive must know how to write, or at least to te a judge 
Of writing. In his ovninion it is 2 vast economic waste to attempt 
to train those who are not possessed of some natural antitude in 
writing. 

My. C. Le. Sneed of the retail advertising departnent of 
Hart, Schaffner and ifsrx, deplores the vresent tendency of uni- 
versities to study advertising vrincivsally from the standpoint of 
the national advertiser, to classify and analyze rather than to 
Create. "As 4 result," he says, "the students all leave school 
feeling that their opportunity lies with the nationel advertiser 
Or with the national agency, when, es = matter of fact, except 
for the man approaching genius, the national advertiser end the 
agency do not offer nearly such good onportunities as does the 
tetail field. 

"AS things now stand there are alnost no really treined 
advertising men in retail work in towns of moderate size, and 
there’s @ crying need fox a9 great many of them. In fact, thousands 
of students, it seems to me, who now feel that they must go to 
the big cities to seek their opportunities can find real Onpor- 
tunities in their hone towns. 

"Successful retail advertising should carry with it good 


training in merchandising. The day has gone ty when trick stuff in 


"icine “ee S5q% ‘ote weighs dices wt dened 
tiguss ces¥ got 2% a ehoge tow’ £Fe nasa | soaps 
| ter ——o 
: Bavsseud .2+s42 26 “rtoriset to vososyed (eden. 2 
ota Sisdsg YWre- oot send savail: aetst -sk Nxewstt vonon 
| Forbes y0dioo a! badke we | Utshiiiez yseterts on co” orth 4 


ye . 
ym Wis h6on ye a¢ OF Meroyv to nam « sett ghaokay off emt eos: pat 


pao: : 


*3-0 teeasi te to. ,efize of wos wound tege avisubene uel 


S7Sa OF sieee olmoroos: teay e pt dt gofnieo eft xy er. 7 

Mt etedises faxcten snore to bovesastey fon ¢%c oe one so —_ 
| | i er. sseidi a : 
tisicsevig, Iietex ad to Beck .t 4D. ah 


asf eBatcigoh ,xtchi bxe tentte 


ptateatcate ond mo¥t yffettomise grlaitzevtis ybote 


“fas? fecear osyiars Sa wtieesls og reitzevbe Chaps ap ot 
foosoe: svar iis eiasbuse att" evi S " tivest 2 8A" 956980 
WRBi if erbe Lactise: Md ATi. eekl Uiiowt rooqs.ti ad? | 
| tiubbind ie, sete xe. 
ode so 
9st Sech @e asitvivnetiogeo boee dope viisen rat to: ob wenose 


YALEOE Of Poor! 


Sem eee 
Hoon Basyto s a's Se o 
fRie YSIt ZeNF Foor wot ote em o? arses +t jadneheey wa 
sy0GGO {sot dait. weno asktiudtxyoeqo viedst Xone. at See | 
Died wom sheds He aed 
>I ULIPGES 


= i is 


ee 
~ Fue 
Pee 
i ne 
arty 
. 


@ i 
tel, a ae 


-17- 


udvertising will answer the puroose; there must te good level- 
headed merchandising and hard business sense to go «long with it." 

(The ovinion here expressed seems to carry the ides that 
the student should know how to creste cdvertising, and hence should 
be trained in technicue. ) 

in the opinion of Mr. Hugh Arthur, an officizl. of the 
Dayton Commeny, Minneavolis, "the writing of copy is the fundamen- 
tal preparation for advertising work. A good copy writer Will ac- 
quire the rest if he or she is alert and has executive ability. 

a 5 should ssy that the study of tnglish, or copy-writing, 
Of art design, and color are the most important things for prospec- 
tive advertising men or women to study. Important, but not re- 
quiring 2 great smount of time, is the study of type and the 
mechanics of printing. The matter of illustrations will come 
under art and design. 

"The aversge young msn or woman going into advertising 
work Will not ordinsrily get cround to budgeting, rates, and 
Similar matters that sre in the hands of managers or Sub-mansgers 
until he or she has teen st work for some years. A study of tud- 
geting, marketing and scslesmanshiy should be very helvful, tut 
lixe more advanced features Of engineering, for tigtonne: the use 
Of these will not come until the young advertiser has teen sea.- 
soned," 

In regard to the years in which students should study ad- 
vertising, Mr. Arthur thinks that English and design should te 
taken up in the freshman and sophomore years and that the other 
Subjects should be deferred until the junior or senior year. He 
Suggests that if a student could have three years of general sca- 
demic study before talring up any of the technical phases of adver- 


tising he would do tetter in most cases. 


eLotel. Bony af Teme store: 


er Soiv suct.: O49 OF setae be sqteat. bee i 
SS ushi afd Yikes 02 298 Sage 9 0Oes asa aotnte p 
Fos sonst bac ,griedttevb. atone of rod Ons pinot any 
| | ( supiadnes at 
edz te foloftho te . tuts ck dye om Yo sedntge alts Fey ape 


adent 243 gi tuoo to salvisa es" RLLOG. OLR yatoaeed 


es | | 
Soc fff yvetixty yaos boon A .2tO” gngéaldxevbe xot Aotens 20958 


oo eMAifise evigwooxe sit bao ttels ef ote to os ti teox ont os 


wake! 7» 
ve <> 


emits e-vaco so Me tat to ybste at? tens yea biwote 1°) ae 

= a 8 aa 
VSIBO TT “tot againa taotrogqme! taer sci sre softo Bay ,agtead dro & ir 
= ten ist HOT LORqML .yboute oF memow 0 stom sitetoxagbe ong 
= ase Sane sey to. ¢hbats 17 ef ,omsd To Jawome Fe ‘9TH & 
Bee: tare excivaiten£it to toltot on? senitaree De pee 24 
. : saiesd Bitz ee. | 
aitets sorts otmt ani mearoy tO Gan .aEtwo 950 19%4 ial : ee : 
bets pBotoe. ,Bibiegbod of houwsows Jey "ligomisss Ton i tka 18 
sgence-dyve CO BYR TO chon sae os str 2: a3 Btovs tom ¥ otha 
| to qbute A eOECSY WOR. LOT Gio Pa Pest-aed ade se at Leiat 


ani fou tom aot 


$92 epectani sot ,ychissotgre sointcst beatarie exon 


a 
*) 
me 
A 
P 
vd 
~ 
2 
Pe) 
— 
pet 
2 
- 
—— 
oo 
re 
= 
a 


~hure lod. qusv 


~O,e08 G99s B20 tacisrevbs yoroy est dito gmoo tom Sfiw agene 


fadic add tedt dnc sxroay% axromtdace fre jAsades tt ‘Sod “od Baer 


Sr‘ baarateh ac biwerte ates 
[e099 4° eryosy aert? ewed Gives Taobate 2 tt, ome 


Re -tovbe +O eseere 3 oot sify tO vee et) Bree ed) voted 


i. 
yi 


t 

Ww 
Bs 

‘. 


ry yee 7 
AVA > 


rm sr i 


ab > an 
La me 


ats, -esero seom al novia ob 
=a | ‘oh 


ud 


wn hist 

Mx. Henry #. Blaney, advertising nanager, The Rollman & 
sons Conmyany, Cincinnati, Ohio, writes as follows: 

"Since advertising is essentially a vehicle ennloyed to 
create desire for nerchandise, to vromote sales, and to treed 
acceotance of an institution, I believe most or all teaching emvha- 
Sis should te tased on these lines. 

"To create desires for mexchandise, I telieve the student 
should te trained to sense average hunan tendency, to learn how to 
become very human and to analyze the likes and dislikes of oeonle 
as a body, to know why merchandise is ~roduced and to te atle to 
tell ghout its advantezes. You see I an Nointing to the covy- 
writing angle, which I hold of all 12907 tance. 

"Next comes the promotion of Sales. In this sutject the 
Student should be given complete training in the principles of re- 
tailing - the nanufacturers’? angle, the store tuyer's angle, and 
the consuner's anvle. Here igs the linx tetween buying and selling, 
which askes for a retailer’s volun. in this resnect the student's 
vision should te develoned toward the ooint vhere merchandise in 
quantities large and snall is secn orevared for transfornation into 
pales. This teaching wovld deal with local markets and the con- 
Sumer pnossibilitics of them. 

"Next, the accentanee of an institution, In this resvect 
the student should te Ziven a clear concevtion of s retail estak- 
lishnent's oosition, its reason for existence, its cause for 
growth, what its scrvices consist of, what it perforas for a com- 
munity, its business ethics, its selling policies, how it is an 
aid to a city and its peovle, and vhat it contributes to sogic Vs 

"Budget and anpropriations are to ny knowledge incidental 
to the general fund of knowledge. These factors aie more or legs 


estetlished in Z0ing concerns. 
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Bre fe 7 
"Sunmarized, I would set qgoun fixst of all, & general know- 
“ledge of good English and ease of writing, upon which can te 
founded good copywriting. second, g generel knowledge of commodi- 
ties and the manner in which they are portrayed through newspavers, 
dizect mailing pieces, and other mediums, Third, a knowledge of 
Vhat retailing stands for, what ite pur 0se is and how it functions, 

"The advertising course should te given in tke last three 
yesrs of college training to better-enatle the subject to btecone 
& companion in thought, to enatle the student to aradually acquire 
and thoroughly develop a belief in it." 

kaphasis on the technical phases of sdvertising should 
ke given in Colleges of Commerce aecording to Myr. John C, Doorty, 
advertising mansger of the Wn. Hengerer Company, Buffalo, N.Y. 

His opinion follows: 

"At the outset of any advertising course I think that an 
intensive study of condensed graunar should te attempted. One 
Should develop the Sbility to write effectively, using the gmall- 
est possitle smount of spece. This study should te carvied much 
further than the Ordinary study of Fnglish demands, 

"Next should come a study of the headline. Inasmuch <sg Q 
nose for news is ag necessary in an advertising mon as in a jour- 
nalist, this trait should te quickly develoned, 

"The fundanental princtioles of advertising are atsolutely 
important, and should ke taken at sn early stege in an Sdvertising 
course. After these fundanental brincivles hure teen learned [I 
think the next step is « Study of the technicel side of sdvertis- 
ing, and [I think this Study should include the zctuel Setting of 
tyne. Although most of this phase of the course ig theoretical, 


yet I believe it ts essential, and thet cnyone coming into an 
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aOtles 
actual advertising office will more cuickly grasp the work after 
he has had this theoretical training. 

"A study of general merchandise seems to te quite essen- 
tial. Ido not mean so much a study of narketing, for, after all, 
that is for the executive, tut a knowledge of 'goods' in general. 

"The fixst assignnent of the new copywriter in g devart- 
ment store advertising devartment, for instance, vould te the 
writing of a section on domestics, Wash goods, notions, or house- 
Wares, and, if the convywriter is a nan, ovossitly furniture. Now 
unless he has had some preparation, *e will know practically 
nothing atout this merchandise - as merchandise. .No matter how 
much he knows about advertising vractice, he cannot descrite the 
merchandise unless he knows for what to look, hov to see the 
features or selling points. To acquire this knovledge would not 
te nearly the job it night seem. The perusal of daily devartmnent 
store ads vould help, and tring through nanvfacturing plants 
would help even more. This study is necessary whether one chooses 
the departnent store or not. Most advertising is written atout 
goods. 

"Swatches of textiles and several articles from each 
Classification of the tig selling classes of nerchandise could te 
brought to the clessroom and discussed, showing theiz texture, 
construction, and style. 

"Copywriters must know the voints atout which to inform 
the potential customer. Ina handbag, for instunce, the style, 
Size, shave, naterial, fittings, snd closing device are ctsolutely 
Necessary, even more so than the price, 

"A high degree of style-sense should te develuved in the 


would-be covywriter, This neans style, not only in upparel but in 
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@ll lines of merchandise. In fact, one san Ssarecely think of an 
iten today that is not governed ky style. 

"Do not train students as business executives. It takes 
at least three to five yesrs to tecomne on executive, and actual ex~ 
perience is atsolutely necesssry. Txysin students to te workers. so 
that they can actually sit down and write sony or hendle any of 
the minor tasks that come up in any advertising office, 

"With this kind of training students can come into an ad- 
vertising office and not be forced to ask for help or a start, tut 
Can say, ‘Yes, I can write cony: I knor tyove sizes and something 
atout tynogrenhy; I have set tyne; I know merchandise, etc.' MThig 
is the kind of g fells to whom I vovlg Zive’a jor,® 

Closely along the same line Of thought is the opinion of 
Mr. Jeffrey Lazarus, an officisl of The F. & R. Lazarus Comeany, 
Columtus, Ohio. He Says: "I thoroughly believe that more practicsl 
Work should be given in the advertising courses, While I telieve 
that a good knovledge of certain fundenental theories underlying 
advertising are important, I feel that they should also te carried 
Out. Therefore, it would seen to me that if a student were given 
some certain article to find out ell ke could stout and to rrite 
an edvertisement on, that it would be very valuetle practice for 
hin. I elso think he would avpreciate the rules much tetter if he 
Were recuired to write these advertisements and then te shovn his 
Mmisteskes, -= the student should know stsolutely the nerchendise 
about which he is writing and te sure to use his knowledge. One 
could never write well if his knowledge were limited concérning the 
merchandise about which he is trying to write," 

A similfr oninion is voiced CF he ees W. Gitterd, sdvertig- 


ing manager of the Matley end Carer; Company, Cincinnati, Ohio, He 
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«BBe, 
feels that 2 g00d department store advertising course could well te 
divided into two gener:l divisions: one, the preparation of sdver- 
tising itself covering writing, 2rt, orinting, nedizs, etc.; the 
Other, covering the more génerel vroblens that help form advertis- 
ing otjectives such 2s those dealing with general economics, 
secounting, nerchandising, tr.de uork registration, and protection, 

"Too much stress," he says, "cannot te laid uoon develon- 
ment of good technicue in the fizst division of tovics mentioned. 
So many college men come into business Well grounded in the funda~ 
mentals of economics and kindred subjects, but entirely lacking in 
elementary technical knowledge. While they no doubt pick this up 
with consideratle speed, time svent during sessions on develvuping 
proficieney in the practical work of writing, layout, and design- 
ing, would remove much handicap from # young man coming into depart- 
ment store advertising work." 

Marvy E. Ellis, advertising msngger of the Elder and Jobns- 
ton Company, Dayton, Ohio, stresses the importance of practicsl 
work, Quotations from her statenaent on the subject follow: 

"Most of the applicents for positions in the advertising 
department of a retail store telieve this to te 2 writer's job and 
invarictly their copy has more romancing than real sales axrgunent 
in it. Advertising is selling and the student should te made to 
realize this fact. I believe a practiesal praining is best for 
those desiring to enter retail advertising. They should te trained 
to write selling covy, given a general knowledge of types snd also 
of comnercial art so that they will know when ea pen snd ink sketch, 
& wash draving, or a photograph is best suited to the sSopesl they 
are making and the kind of stock they are using. They should 


Slso be trained in leyouts. 
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"Of course I telieve courses in Princivles of Advertising. 
end Psychology of Advertising play importsent verts in retail odver- 
tising. The student should te trained to study his clientele, to 
understand peovle, to analyze a nerket, and to know conditions." 

Another proponent of emphasis on covy is Flors F. Smith, 
sdvertising manager of Fortes and Willace, Soringfield, Massachusetts, 
She writes in vart: 

"Ify exoerience ino department of four essistants hss teen 
that a covywriter is more difficult to ottain than an sssistsnt for 
secretaricl and general sdvertising. Of course there sre locsl con- 
ditions thet make this so, principslly the fact that Springfield 
teing within three or four hours from New York fails to te zs 
attractive to the conyrriter as a similar exnerience in New York. 

"The mechanics of an sdvertising department such ss measur- 
ing space, compiling figures, handling vroofs, clivvuing pspers, etc., 
can ke recdily taken ozre of by an average office worker in on sdver- 
tising department of tre number of Ours, tut the many detsils that 
enter into covywriting cannot te assigned so easily. 

"I might add that I have slwsys found an advertising student 
tremendously more interested if he or she is given information as to 
the results of his ox her advertising. It is one of the sure proofs 
thet the more effort, thought, and intelligence that goes into a 
plece Of covy or a cODy camonign, the more aomes out of it in the 
Way Of sales results." 

The value of 3 college course in csdvertising for 9ne-. gone 
templating the entering of the sdvertising field «s his life's work 
is strongly emvhusized by BE. Devis MeCutchon, gs greduate of the first 
class in advertising incugurcted at Tulane University, and now adver- 
tising mansger of D. H. Holmes Company, Nev Orleans, Louisians. In 


the folloyving parcegraphs he emphasizes the imvortence of technique: 
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Sd 
my feeling is that courses in sdvertising for retail 
stores should teach such fundamentals 2s type sizes, 2 knowledge of 
the point system, styles of type, advertising display, and the writ- 
ing of copy so that the anpesl will te m:de in 2 plain strcight-= 
forword way and the articles descrited in a clesr, forceful manner. 
hen, tov, the student should te trught the mechanical 
side of advertising which sh-uld include perivdiczl trips to nevs- 
paper comovsing rooms during peck hours when 211 operatevrs sre work- 
ing at full speed, and the making sf lsyouts which shvuld include 
2 clear visuclization of the complete advertisement sv that he can 
tell by looking st the typevritten cuny how much space it will tage 
when set in 3 certain size type, 2nd ty reverse method to determine 
how much copy is needed tv fill a certain spacer 
"He should know the purvlse vf advertising, vhich is pri- 
marily to sell merchandise; he should know how te arrive at the de~ 
termination of en advertising percentzzge tased on net szles; he 
should have the stility t form 2 tudget olsn to carry this vercent- 
age into effect; and finally he should te atle to write a complete 
campaign covering a certain commodity under certain conditions?’ 
Ovinions Favoying Division of Teaching Emphssis 
According to Mr. J. A. Hildetrsand, merchandising nanuger 
of the C. H. Yeager Company, Axron, Ohio, students in sdvcrtising 


should te taught copywriting, the psycholugy of the putlic mind, 


Ge 


and the fundamentzls vf business. Enyouts, cuts, types, and 

technical phases are alsv necessary to the proper presentation of 
the message, thougb only incidental te the fundsmental idea tack 
of the advertisement. Budgets snd appropriations should also re- 


ceive sume attention, 
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The emphasis in teaching should te on covywriting and on 
the fundamentsls of tusiness. A style of language necessary to 
Weoavey and convirice” ig more difficult to acquire than some of the 
technical phases, ss for instance, the making of the layout. 

My. Hildetrand telieves thet, us far 2s possible, adver- 
tising work for the student who intends to follow it as 3 orofession 
should te concentrated in the senior yesr prior to griduction so 
thet the student, when he lesves college, may rave the principles 
fresh in his mind. 

A division of emphasis is also indicated ss teing desiratle 
ty the comments of Marguvt Inglis of the advertising departnent of 
wlaigon Blanche Compsny, New Orleans. . She thinks that the first 
requisite is 2 good education, not necessarily ea college one, but 
g good comnand of the ordinary Fnglish langusge. The second re- 
quisite is common sense to which should te added such personsl 
characteristics as enthusiasm, energy, snd cutition, which really 
are born in the individusl. The hztit of ecrefulness even in the 
smallest detsils cen te instilled. The third requisite is more 
technical and includes a knowledge of type, not necesssrily oa 
thorough knowledge, but sufficient acquaintance vith the sutject to 
know what to exvect when copy is sent to the printers. 

Along the same line, too, sre the idese of gjulic ©. Cogurn, 
publicity director of LeSelle and Koch Comveny, Toledu, Ohio, These 
ideas sre exoressed in the folloving osrsgrephs: 

"FYOmM my ovn exnerience and that of the other college 
graduates who have worked with me here, I would ssy thet the chief 
Yequisgites are the ability to think clésrly, snd to write ezsily 
and interestingly. 


"I do not believe advertising con te taught in sany suhool 
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in a comprehensive way. I do believe that business sutjects and 
more varticularly some economics and psychology can well te taught 
people who asvire to advertising vositions. [I do not believe that 
it would yay to waste much time on marking tyve and making layouts. 
Some exercises in covy writing are valuatle, tut I telieve more 
emphasis should te laid on various Kinds of writing, vKich will give 
the writer a sense of how to reach the audience. I have found with 
no less than ten college-trained people who have worked in this 
office that the mechanical part they can easily vick up if they 


have the right background." 


SUMMARY 

Of the retail advertising nanagers quoted akove, six 
telieve that the tusiness and merchandising vhases of retail adver 
tising are of most imvortance for the young man studying advertising 
in college, and that his training should te conducted with this 
emphasis in mind. The majority, however, fifteen in all, feel that 
the emohasis of cohklege teaching should te on what may properly be 
called the technique of advertising, that the problems which arise 
in matters of advertising policy and management ate not of much 
immediate importance to the young man for several years after he 
gets out of school; and that he had test te taught the techniaue of 
the jot, which means, ss the various csdvertising managers 100K at 
it, the ability to express the selling fextures Of nershandisée in a 
pleasing and effective wayj the cepacity to make attractive layouts, 
to choose the style and sizes of tyves and cuts that will be suit- 
Sble for his particular presentation, and to check up on the proper 
insertion of the advertisenent. Three advertising managers are 


apparently in favor of an equal division of teaching emphasis. 
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From the viewnoint of the retsil odvertising nanager, copy 
is essentislly important. Ten out of the trenty-tyvo mcnagers 
quoted mention this vase of training as an essential one; several 
speak of it as teing more helvyful to a worker in an advertising 
office than any of the other subjects included in the term "tech= 1 
nique". Art and design are mentioned slso as sutjects which bear 
directly on advertising and which should come s2newhere in the 
training lsid out for the student in this field. 

It is significant that the majority point of view in rezsrd 
to technique as expressed ty retail advertising men is different 
from that expressed by sgency executives who in the study of "The 
Content of Advertising Courses in Colleges of Commerce” fuvor tesch- 
ing emohasis on the broader phuses of marxeting snd advertising in 
preference to the detailed study of the actusl preparation of 
advertising material. 

Obviously in tuilding = well rounded course in advertising 
the needs of both of these grouns should te considered, 

The last years of 2 student's training in college are, in 
genersl, thought to te the test years for giving the student those 
courses which will apply more directly to his work on leaving 
cOllege; three suggest the Inst year; tro the lsst two years, 

A list of the specific studies mentioned and the nunter of 
tines they were mentioned, is given telo.. ss 2 further indication 


Of the importance of the various sutjects. 
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KnuWledage of Merch-ndising----10 


Psychology of Advertising----- 3 
General Principles of Adver- 
tising---------------------- 8 
Aavertising Costs, A»vpropris- 
tions, Budgets, etc.-------- i 
printing-~~----~----------------- 6 


Retciling und St.re Practice---6 


Engr aving-------~--------+------ 5 
fi ede~ === === =~ ~~~ =~ =~ a 5 
Art and Design----------------- 5 
Pnglish and Granmer---------~--- 5 
Direct Mcil-----------------~--- 4 
Selling Policies--------------- 4 
Buokkee ping-------------------- Ps 
Newspaver Advertising---------- re 


«~28< 
Hist w1y----------------------- a 
Market Anslysis--------------- e 
Typewr iting ------------------- 1 
Business Administration------- 1 
Connercial Gevgrsaphy---------- 1 
Modern Lenguages-------------- a 
Cols +--+ ne He ee 1 


Wed 1q-------8+4-4 354-5 seseaee t 
Advertising Connxigns 
(Loecl and Netional)------- 1 
Advertising Disvolsy------------ 1 
Knowledge of Plover------------ 1 
Trcode Morag------------------- 1 
General Kduce ti sn------------- 1 
Student Activities=----=seeeeme 1 


In general it dves not apnpear to be true that retail sdver- 


tising managers want only potenticl products which hsve within them 


the elements of managerial akility, but rather thot they want men 


Sv trained thet they can be vf some actual use tv the retail estab- 


lishment while they are prepsring themselves further for executive 


eapacity. 
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